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Abstract:   Traditional  advertising media used as a main TV, radio and 
print media.  When the Internet has become one of the most 
important  channels of communication between people, ad-
vertising has proposed to use  this new medium to promote 
products and services  on the market. Currently,  more than 
50% of the western countries population and share increas-
ingly larger of population from  other countries have Internet 
access, which creates  a huge potential for online advertis-
ing. 
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Introduction 
The fact  that we talk of more and more on online advertising as an 
alternative  to  traditional  advertising  means  a  lot  for  a  area  which  has 
emerged as an experiment and developed as a subsidiary of traditional 
advertising. Online  advertising as a rival  for classic advertising, in  the 
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and also creative,  experimental, even by developmental  potential  make 
from these a hard topic to be neglected for any company and advertising 
campaign. Of course an advertising campaign carried exclusively online 
has yet no chance of success, this campaign complement  the marketing 
mix that is at the base of a successful promotion. 
On  the    other  hand,  equally  true  is  that  a    successful  advertising 
campaign can not neglect this segment, and   virtual environment,  from 
many points of view,  provides  a new paradigm.  
At the beginning online marketing , with its e-mail advertising and 
pay per click banners,  was considered as another promotional tool, but 
now in the era of social media could be considered  an entity of its own. 
Moreover,    Internet,  especially  Web  2.0,  offers  the  opportunity  to 
advertising  campaign    like  in  traditional  way,    but  with  some  ad-
vantages ,  such as much lower price and much better response control. 
The  main  advantages  of  online  advertising  could  be  grouped  into 
four categories: 
  Targeting 
  Monitoring 
  Interactivity 
  Exposure 
 
Although  there are many similarities  between the two types of ad-
vertising,  virtual environment offers  some advantages derived from tra-
ditional advertising, mainly from the need for consumer information and 
comparison of products, and the  need for direct communication between 
potential  buyer and the provider of products. 
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ing, arises the following conclusion: online advertising is following close-
ly,  in its forms  of expression,  traditional advertising. Any attempt at 
classification of advertising can be done only in strictly theoretical terms. 
In practice, ads rarely are clearly in one category, most of them can be 
classified simultaneously into several categories . 
Online advertising is a new way of expression in a new environment, 
more open and more attractive than any other media traditionally used 
before.  
 
How evaluate a campaign 
 
Any company  are looking for ways to marketing more efficiently and 
effectively along with a minimum budget. Effectiveness of online adver-
tising  campaign will be tracked from  its three major objectives: 
  Awareness 
  Traffic generated 
  Sales 
 
To assess the awareness created through display of the advertising 
banners, is used an indicator called the number of "impressions". Impres-
sions  are the number of times  that a navigator in cyberspace is exposed 
to a banner ad. In content, this indicator is equivalent to circulation a 
publication or a number of television viewers of a TV show. 
 Awareness of the organization increases when a large number  of 
people  see  the  online  banner.  On  the  other  hand,  the  audience  of  an 
online advertising  campaigns is targeted, the number  associated of a 
banner ad  impressions is lower.  Page 31  Oeconomics of Knowledge, Volume 4, Issue 2, 2Q, Spring 2012 
 
For evaluating traffic created  the most useful indicator  is the hit 
rates. Usually, hit rates has value between 1% and 5%. The level of hit 
rates depends largely on the attractiveness of the product (service) pro-
moted,  quality  of  advertising  creation,  and  especially  by  the  website 
quality  used like medium for the banner ad. 
Sales  can  be  evaluated  through  the  conversion  rate.  This  is  ex-
pressed as a percentage  of people who visited  a site and have taken ac-
tion "favorable"  for the organization. Is not  enough for a site  (banner) 
to generate a high hit rates, this must  be accompanied by a high conver-
sion rate. 
Based on these indicators, which, of course, can be significantly sup-
plemented by others, quantitative or qualitative, on-line advertising cam-
paign can be measured continuously, and most important, can be rede-
signed to fit new objectives of the organization and the new situation on 
the market  
 
An overview on Internet advertising 
"Migrating" to online advertising  is a phenomenon observed since 
from the last quarter of 2003 in the United States of America  (according 
to studies by Jupiter Research):  decrease the number of young  viewers 
of national TV stations 750,000, they "migrated" mostly to the Internet in 
the expense of television. [4] 
At a conference in London -  "IAB Engage  2005", held on  October 
27, 2005 and on theme "Non-Internet Advertising Internet versus",  Mi-
crosoft founder Bill  Gates, made the following statement: "The future of 
advertising  is in the Internet. " In addition,  Gates predicted a term: 
2015, which is about to come true. 
Internet advertising revenues in the United States hit $7.88 billion 
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same  period  in  2010,  according  to  the  latest  IAB  Internet  Advertising 
Revenue  Report.  Worldwide  spending  on  Internet  advertising  totaled 
$65.2 billion in 2008 and will soar past $106 Billion in 2011. [1] 
Internet ad revenues rose 23.2 percent—to a record $14.9 billion—in 
the first half of 2011, according to figures released today by the Interac-
tive  Advertising  Bureau  (IAB)  and  PricewaterhouseCoopers  (PwC  US). 
The rate of growth more than doubled year-over-year, as last year’s first-
half  ad  revenues  of  $12.1  billion  had  represented  an  11.3  percent  in-
crease over 2009. [2] 
European market growth in 2010 vs. 2009 was higher than in 2009 
vs. 2008 (5%). In 2007, growth was 40%, and in 2008 - 20%. [3] 
In 2010 online advertising market value amounted to 86.05 million 
RON (20.4 million  euros, the average annual rate). In the first half of 
2010, online advertising had risen to 42.05 million lei (10 million), with 
65% more than the first quarter of 2009. [3] Romanian online advertis-
ing market is in accelerated grows considering that  in 2005  revenues 
from advertising on the Internet 3.5 million euros, in 2006 the figure was 
5.5 million euros. In fact Romania are among the first in terms of growth 
rate,  with  30%  grows,  Romania  is  ranked  5,  after  Slovenia,  Finland, 
Switzerland and Ireland [3]. 
In  Romania  there  are  over  6  million  users,  but  online  advertising 
market is still underdeveloped. Certainly, however, with such a potential 
online advertising will continue to increase in Romania  
 
Tools used by online marketing 
 
As I said in the introduction, the tools used in online marketing, im-
plicitly in online advertise, have evolved exponentially.  Earlier methods 
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view, an environment  more easily advertised than  traditional advertis-
ing. In time, they were not enough, so was born the desire of creating 
new advertising methods to meet these needs. 
First methods were advertising banners and buttons that resembled 
the traditional format of print advertising, appearing in strictly delimited 
formats. In time, though they remained the most common ways to ad-
vertise on the Internet, have  appeared more other methods. 
Types of banners after the manner of development: 
  Static  banners.  Are  still  images  on  a  website  and  represent  
the first categories of banners used in the early years of online 
advertising. 
  Animated banners. There are banners containing moving im-
ages or other form of action. 
  Interactive  banners. Emerged  as a need to improve quality 
and efficiency of  existing banners.  Distinctive for this is  en-
gaging the user in a certain way, his involvement in advertise. 
  Skyscrapers. Are a form of banners  placed vertically,  stretch-
ing along the entire page, outside the text itself  , usually on a 
side of the page. 
 
Another  type  of    tools  used  in  online  marketing  are  interstitial 
webpage. This is advertising that appears in the time between leaving a 
web page and load another. The online advertising model is similar to 
that of television or radio, where programs are interrupted for advertising 
breaks. 
Types of interstitials after loading mode are : 
  Interstitial    inline  Appearing  in  the  main  browser  window, Page 34  Oeconomics of Knowledge, Volume 4, Issue 2, 2Q, Spring 2012 
 
when you  press a link,  the interstitial  leads visitors to a page 
containing advertisements. 
  Pop-ups are most often used and released, usually, during the 
time required to load the new page, remaining above the main 
window. 
  Pop-unders are an interstitial that is loaded in a new window 
behind the main window. 
 
Web advertiser needed to integrate multimedia and interactivity in 
their ads, so there appeared a series of models incorporating the special 
effects animation, audio, video, games and interactivity. This type of ad-
vertise in called rich-media. Maybe as confirmation of the value of this 
type  of  advertising,  in  April  2007,  Google  paid  $3.1  billion  to  acquire 
DoubleClick, the leader inputting display advertisements on websites.  
Rich-media advertising is divided into : 
  rich-media banner  
  rich-media interstitial  
  other  types  of  advertise  using  rich-media  (flying  ads  and 
scrolling ads) 
 
Advertise use words, and majority of information on Internet in text 
format,  thus  advertisers  have  felt  the  need  to  exploit  this.  Thus  there 
were several types of online advertising based on textual information. 
RSS (Rich Site Summary) is a format for delivering regularly chang-
ing web content. Many news-related sites, weblogs and other online pub-
lishers syndicate their content as an RSS Feed. This includes full or sum-
marized text, plus metadata such as publishing dates and authorship. Page 35  Oeconomics of Knowledge, Volume 4, Issue 2, 2Q, Spring 2012 
 
Figure 1 presents some of the differences between types of online 
ads: [5] 
 
 
 
 
 
Figure 1 — Types of online ads 
 
Development of search engines, particularly Google, has led to the 
need for better positioning in the results they provide. Thus was devel-
oped  Search  engine  optimization.  This  is  the  process  of  improving  the 
visibility of a website or a web page in search engines via the "natural," 
or un-paid. In general, the earlier, and more frequently a site appears in 
the search results list, the more visitors it will receive from the search 
engine's users.  
Google,  who the biggest search engine, so a tool which use the fil-
tering of the words, invented a new kind of online advertise. This is con-
textual advertising, which is a form of targeted advertising for advertise-
ments appearing on websites or other media, such as content displayed 
in  mobile  browsers.  The  advertisements  themselves  are  selected  and 
served by automated systems based on the content displayed to the us-
er. the advertisement that dynamically appears on a Web site.  is the ad-
vertisement that dynamically appears on a Web site. 
But, the first type of advertising who used words was e-mail adver-
tising. At the beginning was considered a development in direct market-
ing, but now is considered a branch of online marketing. Email marketing Page 36  Oeconomics of Knowledge, Volume 4, Issue 2, 2Q, Spring 2012 
 
is directly marketing a commercial message to a group of people using 
electronic mail email. Theoretically every email sent to a potential or cur-
rent customer could be considered email marketing. 
A development of email marketing is E-newsletters, which are direct 
emails  sent  out  on  a  regular  basis  to  a  list  of  subscribers,  customers. 
These are a great vehicle for small direct marketers. [6] 
  Virtual space, does not meant only Internet, so we have another 
kind  of  advertising  which  use  text.  This  is  mobile  marketing,  which  is 
marketing on a mobile phone known as SMS Marketing. It has expanded 
rapidly in Europe and Asia as a new channel to reach the consumer. 
  In the same category we have Mobile marketing via MMS, can con-
tain a timed slideshow of images, text, audio and video, In-game mobile 
marketing, (has 4 trends : interactive real-time 3D games, massive multi
-player games and social networking games), and other types of mobile 
marketing (via QR codes,  via Bluetooth, via Infrared, via Proximity Sys-
tems).  
 
Social media a vehicle of advertising carrier 
So far we have dealt with online advertising, making use of the In-
ternet as a huge window, or a huge library, where we find text, images, 
movies, but the Internet is alive. Internet is people who talk to each oth-
er, interact, transmit their ideas, feelings. Thus emerged a new phenom-
enon, social media, phenomenon could not be ignored by companies, and 
neither the advertisers. So we have social media marketing.  
Traditional  media  is  a  unidirectional  channel,  sends  information  to 
the public but does not receive the answer immediately. Impact on the 
public of an advertisement can be measured only with extra effort, both 
resources and time. Social media allow all this almost instant. Any post 
from a blog can a comment, any message posted on Facebook or Twitter Page 37  Oeconomics of Knowledge, Volume 4, Issue 2, 2Q, Spring 2012 
 
will have a quick answer, follow-up comments, will be sent to others. Al-
so for any movie posted on YouTube we can see the number of views and 
comments.  So  we  using  social  media  we  have  a  free  communication 
channel where companies may have continuously contact with their pub-
lic. This kind of communication make that a small company may compete 
with a big one and to promote easier. In the same time any company 
could  find  the  customers  feedback,  and  thus,  they  will  improve  their 
products. 
Social media environment allowed emergence of a new kind of em-
ployee, the freelancer. They are specialists in certain areas, or who are 
practitioners of liberal professions, which in this way can be easier known 
their skills. This persons using specialized blogs or Internet forums can 
be employed by any company, small or multinational, can work without 
any restrictions in different types of projects. 
Social  media  technologies  take  on  many  different  forms  including 
magazines, Internet forums, weblogs, social blogs, microblogging, wikis, 
podcasts, photographs or pictures, video, rating and social bookmarking. 
According to Kaplan and Haenlein [12] there are six different types of so-
cial media: collaborative projects (e.g., Wikipedia), blogs and microblogs 
(e.g., Twitter), content communities (e.g., YouTube), social networking 
sites (e.g., Facebook), virtual game worlds (e.g., World of Warcraft), and 
virtual social worlds (e.g. Second Life) . 
In  December  2011  Wikipedia  has  over  20  million  articles  which 
makes it the world’s largest encyclopedia [7], Flickr hosts more than 6 
billion images which makes it the largest repository of images to ever ex-
ist [8], YouTube has over 1.2 billion video streams per day [9], Facebook 
currently has 845  million active users [10] and In March 2011 Google 
processed  1,000,000,000 search queries per day and Twitter says it’s 
currently seeing about 50 million tweets per day [11]. 
All this numbers show the power of social media environment. Page 38  Oeconomics of Knowledge, Volume 4, Issue 2, 2Q, Spring 2012 
 
Conclusions  
Now, in this era, businesses can access millions of potential custom-
ers with just a few clicks of their mouse. Instead to make known their 
business as usual (television, radio, print), companies must now adapt 
their  advertising  and  marketing  efforts  to  embrace  and  to  secure  this 
online opportunities. 
When you consider traditional PR (public relations) the emphasis was 
hinged on the contingent that you reach the largest qualified audience 
through  newspapers,  television  and  publications.  Compared  to  other 
forms of advertising, Internet marketing can reach a far larger number of 
people, it can also help you reach your target audience of consumers. 
Through email marketing, you can reach thousands of people at once. 
When you put money into a online advertise, company won't have to 
put too much. Not only is online marketing fast and easy, it's relatively 
inexpensive. Instead of spending hundreds of thousands to launch a new 
product, with a fraction of the cost using a fair amount of content and 
strategic positioning, a start up could potentially rival the most competi-
tive national brand within a year through . 
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